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ABSTRACT 
This study aims to investigate the impact of price promotion and donation promotion on consumers' impulsive buying behavior, 
and analyze the interaction effect of face awareness and regulatory focus in the above effects by using the situational 
simulation and questionnaire methods. According to the results, the price promotion can stimulate consumers to produce 
impulsive buying behavior more than donation promotion. Through the two-factor analysis of variance to test the interaction 
effect, it is concluded that in the situation of price promotion, there is no significant difference between the likelihood of 
impulsive buying behavior between high face awareness consumers and low face awareness consumers; However, in the 
situation of donation promotion, high face awareness consumers are more likely to produce impulsive buying behavior than 
low face awareness consumers; And whether in the situation of price promotion, or in the situation of donation promotion, 
prevention focus consumers are more likely to produce impulsive buying behavior than promotion focus consumers. The 
conclusions of this study are of reference significance for revealing the factors that affect consumers' impulsive buying 
behavior and helping companies to formulate promotional strategies. 
 





In today's fierce market competitive environment, sellers usually take promotional measures to gain more market share. 
Promotion, as the most commonly used marketing method, is a kind of comprehensive strategic activity that sellers transmit 
relevant information to the market to promote or create the demand for the products, so as to stimulate consumers' purchase 
desire (Kotler, 2009). According to whether it is directly related to money, some scholars divide promotion into monetary 
promotion and non- monetary promotion. Price promotion and donation promotion are typical representatives of both 
(Campbell & Diamond, 1990). The research on sales promotion has become a hot topic in academic circles. In recent years, 
domestic and foreign scholars mainly focus on the impact of sales promotion on consumer decision-making. For example, 
some scholars have empirically analyzed the influence of factors such as promotion frequency and promotion intensity on 
consumers' impulse purchase intention (Kalwani & Yim, 1992; Mela, Gupta & Lehmann, 1997; Sun, Li & Wang, 2007). 
However, most of these studies are based on the interests of consumers themselves. With the advancement of society and the 
enhancement of consumers’ awareness of social responsibility, consumers no longer only pursue their own interests, but also 
hope to take social interests into account, which has led to the continuous emergence of promotional modes for donations 
(Duan et al., 2018), in which donation promotion is a typical embodiment of such a promotion mode. However, few scholars 
have made a comparative study of price promotion and donation promotion, and lack of theoretical research and empirical 
analysis on consumer impulsive buying behavior from the perspective of consumer psychology and personality traits. Then, 
how does sales promotion work as an effective tool for sellers to attract customers and stimulate consumers to purchase? What 
are the different effects of price promotion and donation promotion on consumers' impulsive buying behavior? How do face 
awareness and regulatory focus affect consumers' impulsive buying behavior in the situation of price promotion and donation 
promotion respectively? In order to get the answers to the above questions, this paper attempts to explore the different 
psychological decision-making mechanisms of consumers in the situation of price promotion, donation promotion, face 
awareness and regulatory focus, so as to supplement the research in related fields.  
  
LITERATURE REVIEW 
Impulse Buying Behavior 
As early as 60 years ago, consumer impulse buying behavior has become one of the hot topics in academic circles. The early 
researches on consumer impulse buying behavior mainly focused on the definition of its concept (Li & Jing, 2014). For 
example, DuPont (2014) initially defined impulsive buying behavior as unplanned purchase, which laid the foundation for the 
definition of impulsive purchase. Rock (1987) thinks that impulsive purchase cannot be equated with unplanned purchase, and 
defines impulsive purchase from the perceptual perspective, that is, impulsive purchase is an irresistible buying behavior 
accompanied by strong emotional experience and hedonic demand, which is caused by the failure of self-control. After the 
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1990s, many scholars began to explore which factors would affect consumers' impulse buying behavior, and some scholars 
summarized these factors into internal factors (consumers' impulsive buying intention, self-control ability, etc.) and external 
environmental factors (marketing incentives) (Li & Jing, 2014). In recent years, domestic and foreign scholars have further 
deepened the research on consumers' impulsive buying behavior, such as exploring the influence of promotion time on 
consumers' impulsive purchase (Liu et al., 2012), the influence of product types on consumers' impulsive purchase (Mishra & 
Mishra, 2010), and the influence of consumers' emotion on impulsive purchase (Sohn & Lee, 2017). Through the analysis of 
literature, it is not difficult to find that more existing studies from the perspective of marketing incentives and consumer 
impulse buying intention propensity to analyze the factors affecting consumer impulse purchase, and constantly explore, 
deepen and integrate these factors. However, there is a lack of research on the factors influencing consumers' impulsive buying 
behavior from the perspective of consumers' psychology and personality traits. In order to narrow this gap, this study 
respectively explores the influence of consumers' psychological level -- face awareness and personality trait -- regulatory focus 
on consumers' impulsive buying behavior on the basis of promotional incentives, in order to enrich the research on consumers' 
impulsive buying behavior. 
 
Research on Promotion Effect 
Promotion is a marketing activity that can accelerate consumer willingness-to-buy or increases the short-term sales volume of 
seller's products. It is an inducement for sellers to stimulate consumers to purchase a certain product (Li & Jing, 2014). 
Previous studies have shown that sales promotion significantly affect consumers' impulsive buying behavior. Scholars such as 
Luo et al. (2010) proposed that greater the perceived value brought to consumers by product advertising, price reduction and 
sales promotion, the greater the likelihood that consumers are to produce impulsive buying behavior.  
 
With the development of commercial economy, there are more and more kinds of promotion patterns, including price 
promotion, gift promotion, full discount promotion and full delivery promotion, etc., among which price promotion and gift 
promotion are the most commonly used promotion patterns. However, studies have shown that price promotion and gift 
promotion have different effects on consumer decision-making. For example, Zhang (2007) proposed that different promotion 
expressions of the same product would bring consumers different perceived benefits and buying intentions. Zeng and Hao 
(2015) further proposed that under the same promotional value, price promotion brings consumers greater perceived value than 
gift promotion. In addition, different promotional intensities also have a significant impact on consumers' purchasing decisions. 
Hao proposed that under the normal promotional intensity of sellers, consumers can reduce expenditures and have higher 
perceived value, so the possibility of purchase is greater. When the promotion intensity exceeds the normal range, consumers 
will have doubts about the product quality, thus reducing the possibility of purchase (Hao, Gao & Jia, 2008). 
Face Awareness 
Compared with Western consumers who advocate individualism culture, they value personal reputation and social status, while 
eastern consumers who are nurtured by collectivism culture pay more attention to face (Zhang Cao & Grigoriou, 2011; Wan, 
Poon & Yu, 2016). Face refers to the social and open self-image cognition aroused by the attitude and behavior of others in the 
process of getting along with other individuals in the society (Bao, Zhou & Su, 2003). The face awareness is an individual's 
desire to maintain and improve face and prevent loss of face, resulting in social behaviors related to others (Zhang, Cao & 
Grigoriou, 2011). People with higher face awareness usually show higher social needs when making purchase decisions, and 
pay more attention to the external attributes of the product (such as brand, price, etc.) and the impact of purchasing the product 
on others. 
 
Impression management theory is the theoretical basis to explore the influence of face awareness on consumer behavior. When 
people get al.ong with others, they tend to take the initiative to manage and spread their good self-image (Grant & Mayer, 
2009). The motivation of impression management stimulates consumers to produce pro-social behavior and consumers' 
awareness of face care, finally produces impulsive buying behavior. At the same time, in terms of sales promotion, compared 
with price promotion, the donation promotion is directly related to the interests of others and the society, and has a stronger 
pro-social nature, so it can attract consumers' attention more. That is, the pro-sociality of the donation promotion can get 
others' recognition and praise more, thus improving the face. 
 
Regulatory Focus  
The theory of regulatory focus refers to a certain way or tendency taken by individuals to achieve a specific behavior or goal 
(Yuan, 2017). The theory of regulatory focus distinguishes two different regulatory focuses: one is the promotion focus related 
to growth and development; the other is the prevent focus related to prevention and protection. In the process of achieving the 
goal, promotion focus consumers are more likely to imagine the desired goal state as a success, and more concerned about 
whether there is a positive outcome. Prevention focus consumers tend to think of the desired target state as safety and 
responsibility, and care more about whether there will be negative results. Aaker et al. (2001) first introduced the theory of 
regulatory focus into the consumption situations, and then a large number of empirical studies in the field of consumption 
behavior emerged. These studies focus on two aspects: on the one hand, regulatory focus can directly affect consumers' 
purchase decisions as their own characteristics. For example, consumers with different regulatory focus characteristics have 
significant differences in shopping decision-making. On the other hand, regulatory focus can lead to consumer persuasion 
knowledge, thus affecting the effect of consumers' persuasion, that is, different characteristics of regulatory focus consumers 
will produce different behaviors and results in the face of different information situations. Regulatory focus can have an 
indirect impact on consumers' decision-making. For example, Simmons et al. (2016) believes that the matching of regulatory 
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focus and information framework has an impact on the persuasive effect of consumers. When exploring the relationship 
between sales promotion and consumers' characteristics, Shi et al. (2013) found that in the situation of gift promotion, 
promotion focus consumers has higher purchase intention; in the situation of price promotion, prevention focus consumers 
have higher purchase intention. Therefore, this paper will focus on the matching effect of different characteristics regulatory 
focus consumers in the face of different promotional information, and refer to the existing research to divide consumers into 
promotion focus consumers and prevention focus consumers. 
 
RESEARCH HYPOTHESIS 
Price promotion and gift promotion are two typical representatives of price-oriented promotion and non-price-oriented 
promotion respectively (Liu et al., 2012), among which donation promotion is a special form of gift promotion. Price 
promotion emphasizes practical benefits for buyers themselves, while donation promotion emphasizes practical benefits for 
sellers or social undertakings other than buyers. Previous studies have found that price promotion can bring more benefits to 
sellers than gift promotion. In the sales promotion, promotion revenue is the most intuitive perception of consumers. Combined 
with the rational "economic man" point of view, compared with the reputation value of donation promotion to consumer, the 
reduction of product price will make consumers feel higher cost saving and more likely to stimulate consumers' impulsive 
buying behavior. Based on this, this research proposes: 
 
Hypothesis 1: Compared with the donation promotion, price promotion is more likely to stimulate consumers to produce 
impulsive buying behavior. 
 
Face awareness is a relatively stable and long-term personality characteristic, which is closely related to promotion patterns. 
Since face depends on others' views on themselves, and the donation promotion is a cognitive process of connecting with other 
groups in the society through donation and other ways, so as to enhance the individual image of consumers (Arora & 
Henderson, 2007), Obviously, in the situation of donation promotion, high face awareness consumers are more likely to 
produce impulsive buying behavior in order to improve their image. In the situation of price promotion, consumers can 
perceive the value of money and reputation at the same time. Under the joint effect of these two values, the effect of face 
awareness on consumers' impulsive buying behavior may not be significant. Based on this, this research proposes the 
following hypotheses:  
 
Hypothesis 2: There is a significant difference in the possibility of impulse buying behavior between high face awareness 
consumers and low face awareness consumers. 
Hypothesis 2a: The interaction between promotion patterns and face awareness has a significant impact on consumers' 
impulsive buying behavior 
Hypothesis 2b: In the situation of price promotion, there is no significant difference in the possibility of producing impulse 
buying behavior between high face awareness consumers and low face awareness consumers. 
Hypothesis 2c: In the situation of donation promotion, consumers with high face awareness are more likely to produce 
impulsive buying behavior than those with low face awareness. 
 
By exploring the regulatory focus research in the consumer field, we find that: regulatory focus has an impact on consumers' 
decision-making from two paths. One is that regulatory focus directly affects consumer decision-making as an independent 
variable. For example, consumer with different characteristics of regulatory focus shows different intentions in the process of 
purchasing decision-making. The other is that regulatory focus and other factors jointly influence consumer decision-making. 
For example, some scholars proposed that consumers with two different focuses, promotion and prevention, can produce 
different results when faced with different promotional information. Scholars also pointed out that the interaction between 
regulatory focus and information framework significantly affects consumers' purchase intention. Combined with the previous 
research results on price promotion and gift promotion, this paper puts forward the promotion framework of this research by 
sorting out and summarizing the concepts of existing literature: the price promotion situation is matched with the prevention 
focus consumers, and the donation promotion situation is matched with the promotion focus consumers. Based on this, this 
paper puts forward the following hypothesis: 
 
Hypothesis 3: There is a significant difference between the possibility of promotion focus consumers and prevention focus 
consumers to produce impulsive buying behavior. 
Hypothesis 3a: The interaction of promotion patterns and regulatory focus has a significant impact on consumers' impulsive 
buying behavior. 
Hypothesis 3b: In the situation of price promotion, prevention focus consumers are more likely to produce impulsive buying 
behaviors than promotion focus consumers. 
Hypothesis 3c: In the situation of donation promotion, promotion focus consumers are more likely to produce impulsive 
buying behavior than prevention focus consumers. 
 
To sum up, on the basis of sales promotion stimulus, this paper explores the influence of consumers' psychological level - face 
awareness and personality traits - regulatory focus on consumers' impulsive buying behavior under the two situations of price 
promotion and donation promotion. According to the relationship and hypothesis between the variables, the relevant theoretical 
model framework is constructed, as shown in Fig 1. 
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This study used 2 (promotion patterns: price promotion, donation promotion) x 2 (face awareness: high face, low face) x 2 
(regulatory focus: promotion focus, prevention focus) three factor experiment design. The inter group design was adopted for 
promotion patterns, and intra group design was used for face awareness and regulatory focus. Two situational questionnaires 
were formed. In order to ensure the randomness of the questionnaire survey, the subjects were randomly assigned to one of the 
two groups of situation questionnaires, and were asked to respond to the options in the questionnaire concerning promotion 
patterns, face awareness and regulatory focus after reading the description of the situation. The respondents are mainly college 
students, because college students are sensitive to sales promotion and they are the main consumer group of online shopping 
(Zeng, Hao & Yu, 2018). However, not all college students can be regarded as qualified research objects, so in order to exclude 
samples such as "have not done online shopping" and "have not participated in sales promotion ", this study set questions such 
as "have done online shopping" and "have participated in sales promotion " at the end of the questionnaire for screening. In 
addition, considering that the participating individuals will be affected by different brands, this research adopts a fuzzy 
treatment on the brands. 
 
In the survey of this study, based on the review of the existing literature, a total of 400 questionnaires were distributed in 
electronic and paper forms, and questionnaires filled in by consumers who have not done online shopping or participated in 
sales promotion and whose answers are incomplete are excluded. Finally, 323 valid questionnaires were obtained, and the 
effective recovery rate was 80.8%. Referring to the practices of existing scholars (Palazon & Delgado-Ballester, 2011), this 
paper chooses coffee as the target product because coffee products are often purchased by consumers, especially college 
students. At the same time, in real life, coffee sellers often use sales promotion to stimulate consumers' purchase, and male 
consumers and female consumers have no special preference for coffee products. It is a product that does not rely on price to 
shape their own image, which can bring benefits to consumers and stimulate consumers' interest. Therefore, this study takes 
coffee as the goal product. Finally, after all data collection is completed, the final valid data will be imported into the software 
for analysis and verification.  
 
Measures 
In this study, the manipulation of independent variable promotion patterns mainly refers to the research of Nunes et al. (2003). 
The product value is consistent, and two forms of price promotion and donation promotion are selected. Experimental situation: 
Suppose the seller is promoting coffee products. Under the price promotion situation, the coffee price is reduced by 25 yuan. 
Under the situation of donation promotion, buy coffee and give away one public welfare product (value: 25 yuan). For the 
setting and measurement of variable face awareness, we mainly refer to the research of Chan (2009) and Yu et al. (2019), 
including "I care about the attitude of others towards me", "I care about the praise and criticism of others to me", etc. For the 
measurement of variable regulatory focus, academia has formed a set of relatively mature scales. The scale in this study mainly 
refers to the regulatory focus scale proposed by Haws et al. (2010) which has good reliability and validity. Consumer impulse 
buying behavior as dependent variable was mainly measured according to the study of Dholakia (2000) with questions such as 
"I often buy things that I do not intend to buy online" and "I almost never buy goods that I do not plan to buy online". The 
reliability coefficients of all latent variables in the scale are all over 0.7, so the values obtained from the measured items can be 
averaged (Ryu & Feick, 2007). In this experiment, except for the general options, the remaining questions were measured by 
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High     Low 
 
face      face 
Figure 1: Theoretical framework of the model 
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demographic variables were measured, including income, age, gender, education experience, etc. 
 
RESULTS 
Manipulation Test  
Spss22.0 software was used as the basic analysis tool for all data analysis in experiment 1. First of all, we tested whether the 
manipulation of promotion patterns was successful by measuring consumers' attitudes towards promotion patterns. The results 
showed that the score of price promotion (M price promotion = 5.22) was significantly higher than that of donation promotion (M 
donation promotion = 4.60) (F = 28.012, P < 0.001), the manipulation was successful. Then, referring to the practice of Wirtz (2002) 
and Zeng, Hao and Yu (2018), this study calculated the mean value of the items of face awareness, took 4 as the critical value, 
regarded those who score higher than 4 in the questionnaire as high face awareness consumers, used "1" to indicate, regarded 
those equal to or less than 4 as low face awareness consumers, and usesed"0" to express them. After the change of face 
awareness, this paper conducted the manipulation test, and found that the average score of consumers with high face awareness 
(M high face awareness =5.31) was significantly higher than that of consumers with low face awareness (M low face awareness =3.04) 
(F=498.115, P<0.001), so the manipulation was successful. Finally, for the measurement of regulatory focus, we refer to Li et 
al.'s research (2017). First, the average scores of the subjects in the questionnaire in the two dimensions of promotion focus 
and prevention focus were taken as the difference, and the median of the difference was calculated to be 1. Then we regarded 
the subjects who were greater than or equal to 1 as the promotion focus consumers and those less than 1 as the prevention 
focus consumers. After the completion of the regulatory focus group, the manipulation test was conducted. It was found that 
there was a significant difference in the mean value of regulatory focus between the promotion focus consumer group and the 








Through the analysis of variance of promotion patterns, it is found that compared with the situation of donation promotion, 
consumers are more likely to produce impulsive buying behavior under the situation of price promotion (M price promotion =4.88, 
M donation promotion =4.00; F=48.801, P<0.001), the results also showed that the difference in the likelihood of consumers' 
impulsive buying behaviors was statistically significant under the two situations of price promotion and donation promotion. 
Hypothesis 1 holds, the results are shown in Fig 2. 
 
Similarly, we conducted ANOVA on face awareness and regulatory focus, and found that there were significant differences 
between high face awareness consumers and low face awareness consumers in the possibility of impulsive buying behaviors 
(F=23.856, P<0.001). There is also a significant difference between the possibility of impulsive buying behavior of consumers 
who have promotion focus and that of consumers who have prevention focus (F=16.397, P<0.001). Suppose H2 and H3 hold.  
 
Then, we test the interaction of variables in this study. First, we analyze the interaction between promotion patterns and face 
awareness. The results are shown in Table 1, the interaction between promotion patterns and face awareness on consumers' 
impulsive buying behavior is significant, and hypothesis H2a holds.  
 
Table 1: Analysis of variance between promotion patterns and face awareness on consumers’ impulse buying behavior  
Source Dependent variable Type III sum of squares df Mean square F Sig 
Promotion patterns* 
Face awareness 
Consumers’ impulse buying 
behavior 
4.641 1 4.642 6.698 .009 
 
Next, we divided the promotion patterns into two situations: the price promotion and donation promotion. The results show 
that there is no significant difference between the possibility of impulsive buying behavior of consumers with high face 
awareness and that of consumers with low face awareness under the price promotion(M high face awareness consumers =4.09, M low face 
Figure 2: The effect of promotion patterns on consumers' impulsive buying behavior 
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awareness consumers =3.86; F = 2.477, P = 0.118).However, in the situation of donation promotion, consumers with high face 
awareness (M high face awareness consumers' impulse buying behavior = 4.34) were more likely to produce impulse buying behavior than those 
with low face awareness (M low face awareness consumers' impulsive buying behavior = 3.62) (F = 24.254, P < 0.001). H2b and H2c hold, the 







Then, we analyze the interaction between promotion patterns and regulatory focus. The results are shown in Table 2. The 
interaction between promotion patterns and regulatory focus is significant, H3a holds. 
 
Table 2: Analysis of variance between promotion patterns and regulatory focus on impulse buying behavior of consumers 
Source Dependent variable Type III sum of squares df Mean square F Sig 
Promotion patterns*  
Regulatory focus  
Consumers’ impulse 
buying behavior  
50.283 1 50.283 76.658 .000 
 
Next, we also divide the promotion patterns into two situations: price promotion and donation promotion. The results show that 
in the situation of price promotion, prevention focus consumers (M prevention focus consumers=4.15) are more likely to produce 
impulsive buying behavior than promotion focus consumption (M promotion focus consumers=3.81) (F=6.702, P=0.011, P<0.05), which 
is consistent with our hypothesis that prevention focus consumers are more inclined to avoid risks, H3b holds. However, in the 
situation of donation promotion, the results show that prevention focus consumers (M prevention focus consumers = 4.09) are more 
likely to produce impulsive buying behavior than promotion focus consumers (M promotion focus consumers = 3.65) (F=9.489, 
P=0.002); this is contrary to our hypothesis, that is, H3c does not hold. One reason may be that prevention focus consumers 
imagine the expected target status as responsibility to a greater extent, and participation in donation promotion activities can be 
seen as a manifestation of consumers' fulfillment of responsibility. Another reason may be that other personal characteristics of 
consumers play a role in the influence of promotion patterns and regulatory focus on consumer impulsive buying behavior. 
Scholars such as Duan et al. (2018) have proposed that for consumers who rely on self-construction, prevention focus 
information is more convincing, so they are more inclined to donate promotion. Future research further explore the factors that 
lead to the hypothesis failure. The results are shown in Fig 4. 
 
Figure 3: The influence of promotion patterns and face awareness on consumers' 
impulsive buying behavior 
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By using the method of situational experiment, this paper reveals the influence mechanism of promotion patterns, face 
awareness and regulatory focus on consumers' impulsive buying behavior. 
 
The experimental results show that price promotion is more likely to lead to impulsive buying behavior than donation 
promotion, which is consistent with the research results of Zeng and Hao (2015). In the situation of price promotion, there is 
no significant difference between the impulsive buying behavior of high face awareness consumers and that of low face 
awareness consumers. This may be due to the fact that consumers can perceive the value of money and reputation in the 
situation of the price promotion, and the inconsistency between the two value motives triggers consumers' entanglement 
psychology, which leads to insignificant differences in the possibility of impulsive buying behavior between consumers with 
high face awareness and consumers with low face awareness. In the situation of donation promotion, consumers with high face 
awareness are more likely to produce impulsive buying behavior than those with low face awareness. This is because high face 
awareness consumers pay more attention to self-image management, and the prosocial nature of donation promotion can 
improve customer image. Therefore, consumers with high face awareness are more likely to produce impulsive buying 
behavior in the situation of donation promotion. However, in both price promotion and donation promotion, prevention focus 
consumers are more likely to produce impulsive buying behaviors than the promotion focus consumers. This conclusion is 
consistent with the content that different regulatory focus consumers pay attention to. 
 
Managerial Implication 
The conclusion of this study provides guidance for seller promotion strategy. First of all, in terms of the impact of face 
awareness on consumers' impulsive buying behavior, sellers that launch sales promotion of donation should pay more attention 
to consumers with high face awareness, and improve their intention to participate in sales promotion of donation by stimulating 
their face awareness. Secondly, in terms of communication strategies, sellers can use the advantage of donation promotion to 
maintain their image to induce consumers to purchase, such as publicizing the benefits of participating in sales promotion of 
donation for others, making consumers feel the expectations of people around them, so as to stimulate consumers' awareness of 
face rather than simply emphasizing product functions. Then, in the face of price promotion and donation promotion, from the 
social point of view, it is suggested to choose the promotion patterns of donation, and sellers should pay attention to the 
selection of gifts in marketing practice. Finally, sellers can carry out bundling marketing to a certain extent. Compared with 
price promotions, such bundled marketing activities of donation promotion not only make sellers obtain profits, but also 
support the development of poor areas, which is conducive to the long-term development of sellers. 
 
Limitation and Suggestion 
There are also some limitations in this study. Firstly, this study mainly analyzes the impact of price promotion and donation 
promotion on consumers' impulsive buying behavior, but does not explore other types of promotion patterns. In the future, we 
can conduct a more comprehensive and in-depth study in order to improve the universality of the conclusion. Secondly, this 
paper only compares the difference between price promotion and donation promotion. As a special form of gift promotion, 
whether some conclusions can be directly applied to general gift promotion needs to be further verified. In future research, we 
can compare the two promotion patterns to reveal their commonness and characteristics. Thirdly, this paper chooses coffee as 
the target product. It is a product that does not rely on increasing the price to shape its image. However, for the products that 
are easily affected by price changes, how the price of products affects consumers' impulse buying behavior is not explored in 
this paper. Future research can make targeted analysis on this. 
 
Figure 4: The influence of promotion patterns and regulatory focus on consumers' impulsive 
buying behavior 
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